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12 Market analysis and forecast; 

Establishing maifcci sbs and tbfec^ #^et 
trend; total market and by market segment. 



14 Market share analysis *md forecast 
Establishing who are the major brands and 
analyze their market chares. Forecast market 
development per brand and consumer segment. 



16 Financial analysis: 

Analysis erffcey (in^ 
comparison of financial indicators 
with company nqrnx Forecast 
^Stability development- 



IS WbAXmiJC i>SipiON: <!) 

Can thp market growth guarantee sufficient sales and profits to meet 
thepred^ennined obje^es? ; ll'l 

Ho ask for new mission, or exit the market (go to 20) 
^g>^ develop ^ 



20 Company mission and 

Collectives: ' ; . 
It No: new objectives or 
e^t the market <22& 




24 IF YES: DEVELOP MAtRl^tJENG STRA^SY 
Development of a strategy for each dement of the marketing mix. 



24 

mower 

strategy ; 
deveiopment 



strategy 



m 



30 

. deY^l^iufiiit . 



:"3jj.- : • .; ■ 

ADVERTISING 

strategy 
development 



3L 



34 

strategy 
cVrwlqprocnt 



M STR^Grc DECISION: ■ p . - ft' , I' | : ' I/. |: , 

Did we sticceed in developing a marketing strategy that meets the predetermined sales and profit 

objectives? 



NO; Develop ne^iv strategfes (3R) 



YES;; impk^ent plan (40) 



38 mvmJO* WEW StRAT^EGIIS 
Go to: 14. 



40 WMiM^^ieiMt: 



Fig. 1 
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140 Financial Indicators 
IckaUficattonof financial 
indicators and analyst of the 
produces financial pcrfbrmancc, 
Comparison with company norm. 



142 Competitive comparison 
of the financial p^rmanCc of 
the product - : -£M 




146 Break -even analyst* 



143 Profitability projections 
at dlffecnt sales lewis and at 
different wholesale discount tates. 



144 

Cost and revenue items 
analysis per financial indicator. 



ISO Profitability comparison 
per geographic unit, consumer 
: sclent, i; piodnct type i&nd- - : 
distribution channel : '■■ 



1S2 

Financial goats 

per cost and revenue item 

for te planning period. 



I 













154 Financial goals 

summary 
per financial indicator 
fbr the planning period. 


h 


156 1 
Profit and Loss 1 
St^tcsiontforthc 
planning period. 



15S Financial stratcg}' 
summary bycon^ariag 
the financial performance in 
the current year vw^th tfee ' : : ' 
eitid of planning period* 



jl 



160 Financial Monitor 

Comparison of actual and 
planned coat and revenue 
development during trie 
fanning year. 



Fig, 4 
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28 



ISO PH<?e anftlyi^i 
&tab!t$tfng prte levels; 
Forecasting average price devdopnxnt 
Setting sales objectfveSptf P«<* tovel 



ili Product specincations: 



irarket; reconwxnd^ w of product 
3£jpt price* peir price level. 



254 Prices per consumer segment 

Analysis of pr^ 

segment and brand. 

J&^fishlns t^iC4 piice!! per segment. 



25* l?rfce^^r distribution 

channel 
Analysis of itiaitfeet sales and average 
price per type of distribution: pc*brarft,- 
and consumer segment. = * 



Jnnal p^cesfrategy 

Revision of sates objec^v^S|>er price 
level per brandy 

Establishing final price strategy. 



260 Overvfew o#prlce strategy 
over the planning period 



210 



206 



$t^6f consimKts attrtode townee. 
Revision of target prices per sc^iocot. 



-1. 



lAaahsi forecast per consumer scgmeni 
and type of distribution. 



31$ 

Setting sales objectives per target 
^menx and type of distribute 



] 



— » 
«- 



3 



Comparison of sales per product type 
and price level. 



262 Price and sales rfieyelc^xnent 



] 
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300 Distribution Channels 
Establishing distiibuLMW channels. 
AsialysatiB sales pci; of channel. 
Calculating distribution indices. 



302 Brand $*\& 

distribution. 



Forecast of number 
of outlets 

development ■ . 



320 

Setting distribution 
objetflvesi 

L Market reach 
2. Distribution share 



1 



304 Dtttrmigitag factor* used be 
«tenbutofjs for brand evaluation/ 
Analysts of their importance fx* type 
of d^ributioo 



TP 



308 MaiHkct forecast 

1 t Analysis of market sales per 
consumer segment, 

% Identification of possible new 
distribution ohanncls. 

type of distribution and 
target consumer segment. 



I 



Setting sales objectives 
per target segment and 
type of distribution 



314 



Sales comparison 
per distribution channel 
and product type. ^ 



256 



I J . Average price calculation per type of distribiitioii 
"fc fWee dov^pment piole4&»ns per type #di^ra?Ulton 



306 Brand image : 
: ^stribution channels : [ 




312 • ' • 

Brand sales forecast 
per : t0Q of distribution 



3i6 Overview 

of distribution Strategy 



322 1;- • 

Sales monitor per type 
^distribution channeL 



] 
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380 

Mentificaifatt of promotion types: 
used; entering promotional expeaditures 
j>cr brand and tyjie. 

Analysis of types of promotion used per 
brand and g^ppc unit. ■ - :; 



lilif ali types of prilotiphs, their 
description and indication of their 
efficiency for the product category* 



i 



i 



384 



Promotion strategy dev^Iopi^int: 

2. Sel^ctii^ types of promotion 

3. Determining budget 



m 

Promotional s^egy overview: 

— per goo^phb unit. 

^ per typ^ c^proroottoti ■'■'i 



3S& 

Measuring the effectiveness Of 
the promotionW ctt#wsns and 
ranking of promotion. 
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GROWTH COMJPAKiSON 
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MARKET PENETRATION FORECAST 
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Geofe. Unit : - - • i - ; ^ ' [ ■ ' , ■ ■ Ycar 




w/a = without allocations 



PRGFTTABIUTy COMPARISON PER CONSUMER SEGMENT 
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Revenue Adjustment* 
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Marketing Bxp«w« 














Selling Expense 














Other Dirrei Expense* . 














TOTAL DIRECT EXP. 
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w/a - without allocations 
PROFIT. 




SALES 



&>st of Goods GdU 



REVENUE 



Marketing fexp^ 



Selling Expense 



Other tfaect Exjatfttcs: < 



cm 




U22- 



ism 




too 
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Fxg,14 m 

GRqIKrATE PBR COSTYREVENVf ITEM 



Geoff. Unit : 


■ JtoduetType; 








% of SALES 


GROWTH 
&ATB% 




: Current ye*r 


YEAR 


difference : j: 




SALES GpI4 


CoU 
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CqLS i 












: lHH!i 
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Z ; . j j . 
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Geog.Ugul 



Fig. 14ei 

GOAtS Wl KHY FINANCIAL iNDICATOJl 




TOTAL EXPENSES 



Fig. 14o 

GROWTH RATE ANALYSIS: Geograplilc wb& 



Geog. 
Units 


Current year 


year 


year 


year 


WW) 


CcU ' 
















I CaM 


' GeU 






























\- 










Tout 
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b/aUocations.= before allocations Br. = Brand Contribution 

R£>$ = Return on Sales - (Business Income / Saies)HO0 
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Fig. 14r 

SUMMARY OF FINANCIAL STRATEGY 
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Fig. 14v 
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MARKET ENVIEONMENt ANALYSIS 



SUBMARKEldS 



M»Hic«t/ConMtm* 

: * : : 



SELECTION 



6ASB 



Thesa^e elpucfc category Y = new product category 2 ^Competitive threat 



NUMBER OF CON, 


5UMERS 
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iooo 
























RANKING OF SUBMARKETS 
Year 
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PRODUCT ANALYSIS 









Alt«rtUUv 
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1. Consumer Need 


CoU - 
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GoL7 


1.1 Attribute 














1J2 Attribute 
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X Consumer Need 
















2.1 Attribute 














SL2 Attribute • : J •: 
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(000) 










Market Size (000) 


: > ;: v :: . 









V/N « yes/no market oppbrtuMty ^ there is a market opporttmity if there is no alt 
Product with a valuation of (5) 



ttAl4KtNG OF PRODUCTS 
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..... Flg.lSg . .... 
RANKING OF PRODUC^ ATTTRIByTfiS 



Scale: 1-5 




Ge 



Product Attributes 



attributed Cou 



Attributed) 



Attribute 



Hg.lSK . 
COMjpMWlVE ANALYSIS 
? • • '; : Cons. Sejmeftt ; : ' : . 



Scales 5*1 , 



mm 




V/N 



CoL7 



Competitive 



Scale « 5 exc^ent 4-3-2 = aa#t^le! 1 « not acceptable 



Y/N ^ ye$/no market opportunity - there is a market opportunity if there is no alL 
Product witha vai^t^nof{5) . : ; 
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Score 


Brands 


Y/N 


My 


Branda ; : : 




Score 








1* 












"V- '#¥ 






2. 
3- 






2. ' " ; 
3. 






4, 






4* 






4. 







27/97 

SUBSTITUTE SHEET (RULE 26) 



WO 01/18730 



PRODUCT ATTRIBUTES 
Geog. Unit Year Cons, Segment 



Scale: 1*5 




CONSUMER PREFERENCE ANALYSIS 



Year 



Scaleq-5 




Scale: (5) = very Important (J)- not Important at all 
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Geoe. Unit 



Fig.151 ; 

RANKING OF CONSUMER PREFERENCE 
Year 



1, Attribute 



m 



1M 



4. 



5. 



Scale: 1*5 



Brand Positioning 



Attribute <l) 

. ..... 5 



# B1 



*B3 



I 2 3 4 5 
Attribute (2) 



PRODUCT POSmbNlNG OVERVIEW 

YEAR: 

Segment Positioning 



fS2 • 



Attribute (2) 



Combined 

Attribute (I) 



2 3 4 5 
Attribute <2) 
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: received (5) valuation, . ; • ■ 



Unit 



CONSUMER 
BASE 



IMPOETAN#<>P PRODUCT FEATCJRES 
• ; • Year : 



RATING 



SEGMENT 'L 



1; <5>u 



RANK 



SEGMENT IL 



RANK 



7* 



♦ The highest rating the fcftcure received. 



30/97 

SUBSTITUTE SHEET (RULE 26) 



WO 01/18730 



PCT/USOO/24780 



PllOOUCr FEATURES ANALYSIS PER BRAND 
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5, COLOR: 



7. BRAND MARK: 5 



b.LABEUNGj 9 
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GEOGRAPHIC 
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SALES FEE PRODUCT TYPE AND FORECAST 
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BRAND SHARES PER PRODUCT TVPE 
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Fig. i«t> v - : 

RANKING Of BRANDS Ppt PBlCKIiEVM. 
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prick B^Ti<:irv analysis 
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Itojp&ii^ OF TW&$:. pf DISTREB^ION 
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OVERVIEW Or BRAND IMAGE IN THE mCTfUBUTION CHANNELS 
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